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Opposition 

By Charles Nicodemus 

■ Chicago Dally News Service :• 

Members of the powerful 
National .Rifle Association 
have started shooting hack at 
the advertising, agency that, is 
helping lead a drive for stiffer 
gun control laws, by pressur- 
ing clients to stop using the 
agency. 

An article ridiculing the 
campaign and listing seven 
accounts held by the agency, . 
North Advertising of Chicago, 
is carried in the current issue 
of the NRA magazine, Ameri- 
can Rifleman. 

Since the article’s appear- 
ance, letters have started flow- 
ing in to all seven clients 
named in the article. 

Generally, they either urge 
the firm to sever its connec- 
tion with North, or warn that 
the writer is discontinuing use 
of the firm’s product and will 
urge others to do so because 
it is one of North’s clients. 

Shortly after the assassina- 
tion of Sen. Robert F. Ken- 
nedy, North staffers prepared 
— as a public service — a set of 
six advertisements for use in 
all media, pressing for prompt 
passage of new Federal fire- 
arms legislation. 

The key slogan urged read- i 
ers to “Write your Senator , . . | 
while you still have a Sen- ■ 
ator.” j 

The industry’s magazine, | 
Advertising Age, volunteered j 
to distribute the ads free. It | 
has since met requests for the jf 
material from more than 700 g 
newspapers, national' rnaga- § 
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zincs, radio and TV stations 
and other interested parties. 

Commenting on the counter- 
attack by the NRA, the lead- 
ing lobby against gun controls, 
North President Donald Na- 
thanson said: 

“We will not he intimidated 
and I doubt that any of our 
.accounts will be either, al- 
ithough these people have ap- 
parently written to every, one 
of them.” 

Smacks of McCarthy 

Nathanson said the poison 
pen approach “is exactly the 
same blacklist and boycott 
techique used in the witch- 
hunting era of (Sen. Joseph) 
McCarthy, back intiie early 
50s.” 

Nathanson, a director of the 
American Association of Ad- 
vertising Agencies and chair- 
man of its Ethics Committee, 
said “We believe firms in our 
industry have a right, a public 
-responsibility, to take stands 
on issues facing the country. 

“We’re not namby-pamby 
and our clients know it,” he 
said. “This kind of cheap retal- 
iation will not deter us or any 
other agency, I’m sure.” 

The office of Ashley Halsey 
Jr., editor of the American 
Rifleman and author of its 
article on the ad campaign, 
said Halsey was out of town 
and unavailable to - explain 
why a list of North’s clients 
had been included in the story. 
Vicious at Worst 

But another official at NRA ! 
headquarters in Washington 
stated candidly: 

“We consider those ads 
misleading at best and vicious 
at worst. One of them even 
says that guns are just for 
lulling — which, of course, is 
ridiculous. 

“By listing North’s clients, 
we believe we provided a serv- 
ice to NRA members, identify- 
ing the companies that would 
retain an outfit like North. 

One North client, a promi- 
nent pertmaker, received one 
of its products in the mail, 
with a note saying the pen 
worked fine — but the writer 
would never use that brand 
$g.ain as long as its ad agency 
persisted in the gun law 
campaign. 

North, known as one of the 
tnore innovative agencies in 
fth-p trade friandTec Kiieh rai— 



